Extra Credit Opportunity for Marketing 35035 Consumer Behavior
(http://www.personal.kent.edu/~lmarks/MKTG35035/extracredit.doc)

In the final project for this class, you need to create an advertisement for a new brand in your industry.  The important part of this is not the quality of the artwork in the ad, but rather the “logic” that you use to create the ad.  You must explain in detail how the principles of consumer behavior (culture, sub-culture, social class, reference group, information processing, and decision processes) influenced the creation of that advertisement.

You can earn Extra credit for the project in one of three ways.

1. Create a 30 second radio commercial for the new brand.

2. Create a 60 second radio commercial for the new brand.

3. Create a “video” which shows your ad (most likely just a PowerPoint still of it) and then provides the detailed audio explanation of how the creation of the ad was influenced by the principles of consumer behavior (5 minute limit).

Your extra credit effort is worth up to 5 extra credit project points.  The extra credit points would be added to the grade you earn on the final project.  So, you can increase your final project grade by “one-half” grade with 5 points.

One reason for the extra credit is to allow us to upload your extra credit project to Kent State University’s i-pod U.  This would allow others to download your work to i-tunes and listen to it on their computer or on their i-pod.

On the following pages I have provided information:

--on how to think about creating a radio commercial and 

--on what software to use to produce your commercial or video.

How To Create a Great Radio Creative Brief

Two audio “lectures” on Radio Commercial creation from the Norman Agency (http://www.thenormanagency.com/):

Part 1:

http://www.thenormanagency.com/chats/Norman-CC-brief-1.mp3
Three Key Questions:

1. What is the goal of the campaign?

2. What is the “big” marketing oriented idea?  What is the benefit to the consumer (based on your research)? The “key insight” about what the customer needs/wants.

3. Who is the key audience?  Demographics and Psychographics of the target audience.

4. What is the “key/main selling point?”  What do you want your audience to remember?

5. What are you key “supporting points?”  These “prove” your main selling point and should be something that the competition is not demonstrating.

Example:  Mattress Heaven 

Part 2:

http://www.thenormanagency.com/chats/Norman-CC-brief-2.mp3
6. Establish the “benefit” of the main selling point and the supporting points.

7. The “tone” of your commercial.  Consistent with the benefit and the audience’s needs/expectations.  

8. What do we want the listeners to “do” or to “think” after they listen to the commercial?  Consider the customer and their needs.

9. Creative issues.  What types of stations will the ad run on?  Know your audience and the station format before you begin developing your ads.  The announcer needs to match the expectations and needs of your audience.

10. How will you measure the effectiveness of the ad campaign?  Is it to “drive people to your web site?” or is it to “increase sales?”  Regardless of what you want, be sure your measure matches what you want to accomplish.  Be sure that your “tracking method” is in place and includes things such as “word of mouth” influences.  

Done by Jim Norman and Beckie Trenton

http://www.nymrad.org/news_entry.php?id=99




	[image: image2.png]News




Posted on June 12, 2001
There are three key ingredients for creating ‘Great' Radio advertising, according to Marty Donohue, senior vice president, group creative director, at Hill, Holliday, Connors Cosmopulos:

*"Make one point."

*"Make it simply."

*"Make it something worth listening to."

"There are a lot of people," Donohue said, "who try to cram a lot of stuff into Radio. Bad Radio is where you try to say three or four things in 60 seconds. There are going to be times when clients are stubborn and want to do it, and our answer to that is: ‘You've got four points to make; do four spots.' The beauty of Radio is that, over a week's time, you'll probably hear all four spots, and your points will be made much more clearly than if you try to cram them all into one."

Donohue was one of five panelists at a recent New York Market Radio (NYMRAD) Breakfast Panel on ‘How Great Creative Sells Radio'. Other panelists were: Donohue's partner, Ken Nardi, also a senior v.p., group creative director at HHCC; Adam Chasnow, senior copywriter, Cliff Freeman & Partners; Jill Danenberg, creative director, The Kaplan Thaler Group; and Ken Krimstein, chief creative officer, Biederman, Kelly, Krimstein & Partners.

The 60-second length of local Radio commercials was cited as one of the medium's strongest selling points. "Hooray for 60 seconds!" said Krimstein. "That's a fantastic palette for any writer or creative person to work on." But, touching on the same theme as Donohue, he also cautioned that, "We have to be careful of this limitless palette and make sure we're focused on the selling message. And it has to be entertaining or informative or emotional - or something that jumps through."

Hill Holliday's Nardi emphasized that, "We always try to make sure that Radio works for the entire 60 seconds. We don't just tell a joke and then have 20 seconds of real hard-hitting copy. I think that's really the key to getting the Radio spots listened to."

Cliff Freeman & Partners has a couple of strict rules, according to Chasnow. First, "We don't do advertising that is blind - where you don't understand what the product is until the end of the commercial. With 60-second Radio, you'd have people waiting to the end of the commercial to see what it is, and that's just not going to happen. We introduce immediately from the top who we are, what the product is. Then, you're set up to understand, and we can bring you in." The second principle is, "We never send a script in advance to the client. We get them the script at just the moment before they hear the spot."

Krimstein always tries "to have art directors write the Radio as well as writers because Radio, at its best, is a very visual medium." Danenberg believes Radio is "a crossing of the senses. You hear something, or see a color, taste a mango, or smell a perfume or smell sea air. Your senses get crossed. To me, that's what Radio does. I don't think a Radio commercial is ever fully produced until it's heard because it needs to employ the senses of the listener. The listeners have to add their visual sense of it, their taste of it, their smell of it."

One of Cliff Freeman's most successful Radio clients is Hollywood Video, a chain that competes with Blockbuster. The company, Chasnow explained, has used TV "for branding - service, the in-store experience. They used Radio to sell the specific movies that became available. With Radio, we were able to change the message when a new hit movie came out. So what we're doing is selling individual movies, using the strength of Radio."

Radio's ability to tell a story is key to one of The Kaplan Thaler Group's important Radio clients, Independence Community Bank. The bank, explained Danenberg, "has a very diverse local market. Radio is really the thrust of its advertising." The Radio commercials use real customers talking about how Independence has helped them. Said Danenberg: "They have different accents, different lives, different hopes and dreams and goals. What Independence wanted to say to these people was, ‘We treat you as an individual; we hear you as an individual; we see you as an individual.' I've listened to hundreds of hours of interviews with their customers. By telling their tales, they wrote these Radio commercials for us."

A lot of Radio, added Donohue, "is funny, and we certainly have a lot of fun being funny with Radio. But some of the most effective Radio is not funny. It very emphatically makes a point in a way that just stops you. The best Radio spots stop you in your tracks, whether they make you laugh or literally just make you say, ‘wow!'"

Is Radio still a tough sell to a lot of clients? "A lot of times, we pitch business," said Chasnow, "and the last thing people think about is Radio." Added Krimstein: "Radio is a great medium. Unfortunately, media directors and clients - even creative directors - don't consider it as much as we should."
Courtesy of: http://www.nymrad.org/
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How Writing Radio Can Help You Become a Better Writer

Knowing how to write, and write well, is a skill that will come in handy in all sorts of situations. And if you combine good writing skills with the persuasive selling tactics found in, say, copywriting, you'll be that much more ahead of your competition.

Of all the different types of writing I've done in my life (and believe me, I've tried practically all of them) writing radio has made one of the bigger impacts on my writing style.

Below are three ways writing radio can help strengthen your writing style. (Oh, and these tips will also help you write better radio copy too.)

1. Follow the rules. Sometimes rules are good. Especially rules that force you to write a certain way. (Think poetry -- mastering those rules can have an amazing effect on your writing style.) Rules require you to slow down and think, to analyze your word, sentence, grammar, punctuation, etc., choices. And that can be very beneficial to your development as a writer.

Radio is short. You have to write something that fits into a 30- or 60-second slot. Not a lot of time or a lot of words. In that 30 or 60 seconds, you need to capture the listener's attention, explain why they should be interested in buying what you're selling, then let them know what you'd like their next step to be. Oh, and did I mention you need to have the business name in there at least twice and probably a tag line as well? And don't forget about music. Or sound effects.

Now the beauty of this is once you've mastered radio rules, you can apply it to all sorts of things. A 30-second pitch for your business you can tell people at networking events. A 15-second introduction before a speech. A quick product spiel for your voice mail. A 15-second pitch for your novel to spit out at agents and editors at writers' conferences. The possibilities are endless.

2. Forces you to write tight. Remember, radio is short. Yet, there's still a lot you have to shove into it. So what's the solution? Absolutely no extra words allowed.

Be brutal. Cut out anything you don't need. In fact, radio is where I first learned to start cutting "that" out. Most "thats" you don't need, and nothing shows you this like radio.

Here's how I write radio. I start with a first draft. I read it over. I think it's pretty good -- I have all the salient points in there. I read it out loud.

Now the fun begins.

Usually it's too long. You see, I time myself reading. So I have to start chopping words.

When you have to make a script fit into a certain time frame, it's amazing how many words you suddenly discover can be deleted. Or replaced with simpler, shorter words. Or how many sentences can be trimmed. Or phrases made more concise.

As you can imagine, writing radio has really honed my editing skills.

3. Writing for the ear. Writing for the ear is different than writing for the eye. The eye is far more forgiving. Oh that sentence is a bit too long, but it's okay. Hmm, yes I do see that awkward phrase, but I'm fine with it.

Not the ear. The ear is brutal. It's like one of those headmasters from a Dickens' novel, standing in front of the classroom with a stick and banging it every time a student stutters on an answer.

The ear catches everything -- sentences that are too long and don't allow you to take a breath; sentences that don't flow properly; long, complicated five-dollar words that twist the tongue in a knot and much, much more.

Focus on writing shorter sentences. Simpler sentences. Vary your sentences. Use simple words.

And that's just plain good old writing advice no matter what you happen to be writing.

Creativity Exercises -- Write a Radio Ad
Now it's your turn. Time to sit down and write a radio ad.

First, choose something you want the ad to be about. Maybe one of your products or services. But choose only one. More than one and you're just asking for trouble. (Rule of thumb -- one message per ad. No more. Otherwise you run the risk of losing your target market. Pick one message and make it very simple and very clear.)

Now do what I do. Write the ad. Start by keeping it under a general word count -- 100 words for a 30-second ad and 190 words for a 60-second spot.

Finished your first draft? Great. Now read it. And time yourself. (Those clocks on the computer desktop are great for this.)

What, you went over your limit? Better start cutting. See how many words you can take out and sentences you can tighten. Or replace words and phrases with something shorter.

Now read it again. Still too long? Or maybe now it's too awkward. See previous paragraph. Keep repeating until you end up with something that sounds smooth and fits in the allotted time.


Author: Michele Pariza Wacek

Michele Pariza Wacek owns Creative Concepts and Copywriting, a writing, marketing and creativity agency. She offers two free e-newsletters that help subscribers combine their creativity with hard-hitting marketing and copywriting principles to become more successful at attracting new clients, selling products and services and boosting business. She can be reached at http://www.writingusa.com
Source:  FrugalMarketing.com

http://www.frugalmarketing.com/dtb/radiospots.shtml

	How to Write and Place Radio Spots for Maximum Marketing Return at Lowest Cost 


Step-by-step guide to preparing successful radio commercials. 

by Shel Horowitz, copyright 1996. Taken from Marketing Without Megabucks. 

Just as in a public service announcement, a radio commercial must effectively reach listeners. You can be as simple or extravagant as you want, but keep the message focused and understandable. Your wording should be concise and to the point, just like a good PSA--but you can and should be more blatantly commercial. You are competing in the background with whatever the listener is doing, and people will not retain everything they hear. So stay away from $100 words, and repeat the most important information. Repetition allows the listener the chance to grab a pencil and jot down the details.

Jonathan Price, a former radio employee, urges you to mention your business name at least twice per ad: once toward the beginning, and again at the very end, with contact information. Repeating this information at the end cements the listener's identification of the product with your business, rather than with the generic idea of using the kinds of products or services you sell. In other words, if you run Heavenly Heat Hot Tubs, you want to not only tempt the listener into trying a hot tub, but coming to you, rather than a competitor.

Remember, again, that your format must fit the length you are buying: usually 15, 30, or 60 seconds. 30 seconds probably affords the best value-short enough to save money, but long enough to get the message across comfortably. Finally, get right to the point. There's no time for small talk in half a minute.

Also (this should be obvious) gear the tone of your ad to fit in well with the tone of the show where your ad will air. A loud, brassy, hard-sell commercial would be jarringly out of place-and ineffective-on a classical music show, while a soft, elegant commercial would get lost amidst the noise and aggressiveness of AM top-40. Reverse the placements and these two examples would both work a lot better.

If you are advertising to a carefully targeted audience on a specialty show, you probably want to start very simply: an ad with one voice reading text. Either the show's announcer can read it in the midst of the broadcast, or you can use a prerecorded tape with your voice or the voice of a professional announcer. It may be most effective to have the show's personality read it, so it appears to the listener as an integral part of the show. Listen to Paul Harvey's nationally syndicated show to see how he presents the ads as just another piece of information in his highly personalized news report. Having the host narrate your ad works if you're advertising on one specific show, with one voice. However, if different announcers will be reading the spot over several weeks, you should tape it so it sounds the same each time.

There is no additional production cost to do an ad that's read by the announcer; it's just a sheet of paper with words on it. (You do still have to pay for the airtime, of course.) And if the people who are listening already know and use the kinds of products you sell--and if you don't have a lot of local competition--you can be very straightforward. You won't need gimmicks. Just tell people who you are, where you're located, and what you sell; they will reward your support for their program and their culture and seek you out. For example, on an Armenian program:

"The Armenian Grocery is here to serve you. Offering a full line of Armenian breads, pastries, dried fruits, music, and fashions, we are located at 1362 Broad Street, South Falls, where we've been serving the Armenian community for over 20 years. We are open every day from 9 am to 6 pm. The Armenian Grocery, 1362 Broad Street, South Falls. 555-9009." [~25 seconds]
If your audience is not quite as selective, you can still use an all-talk, one voice approach, but put a little more sales flair into it. Try this one on an international folk music show:

"Have you ever had a homemade bourika, straight out of the oven and still warm? At the Armenian Grocery, 1362 Broad Street, South Falls, that's just one of the many wonderful pastries we serve. And they're all delicious. If you've never had Armenian cooking, you're in for a treat! Armenian music, clothing, and lots more too. The Armenian Grocery, 1362 Broad Street, South Falls. 555-9009." [~30 seconds]
As your audience gets more general, add a second voice and aim to be more engaging:


First Voice: "Oh, I'd like to eat out for lunch today. But I'm bored with the same old restaurants." 
Second Voice: "Have you ever tried Armenian cooking?" 
First Voice: "No--what's it like?" 
Second Voice: "Really great. The Armenian Grocery has a terrific lunch menu: pastries filled with cheese and meat, whole grain cracker breads, stuffed grape leaves..." 
First Voice: "Wow, that sounds delicious. What was that restaurant?" Second Voice: "The Armenian Grocery, 1362 Broad Street in South Falls. They have cookbooks and authentic ingredients too--I know you love to cook." 
First Voice: "1362 Broad Street, South Falls. Will you join me for lunch?" Second Voice: "Sure." [~30 seconds] 

Advanced Scripting Techniques 

An ad campaign might repeat one ad many times, or continually vary a series of ads. And since in radio you don't have to supply any visuals, you can be very creative and still incur only minimal production costs. 

Note the subliminal message in the last ad we looked at: your social life will improve if you patronize this business. Advertisers often use subliminal techniques to boost customer response. Other advanced techniques include recorded or created special effects (abbreviated as SFX), personification of objects, humor or satire, a snatch of music, and/or multiple voices. Singly or in combination, these approaches can all work to professionalize your production. They serve to:

· attract attention and provide drama and human interest 

· increase listener interest 

· portray your business as clever 

· create a perception that the spot is longer than 30 seconds (so much is going on that you get more for your time) 

· make you stand out in a crowd 

Two concerns: First, if you use music, be sure to secure permission. You will have to pay a fee to the appropriate music rights clearing house (ASCAP, BMI, or SESAC), unless the station you're airing on already has blanket permission to use music in commercials. Different stations have different agreements with these publishers' representatives. Second, make sure your cleverness complements your message. Don't get so hung up on writing brilliant copy that you forget to sell the product, and don't get so obscure that the average listener can't follow you. Using our fictitious grocery again, here are some examples:

Music: Khachaturian: "Sabre Dance" (a fast-paced, distinctive piece of music). Music begins loud, dims to be heard faintly over voice, loud again at end. 
Narrator: "Find your favorite Armenian classical and popular music at the Armenian Grocery, 1362 Broad Street, South Falls. We carry a full line of Armenian records and tapes, food, clothing, and craft items." [time will vary depending on how the music is used. Text is about 17 seconds] 

Simple and to the point. A natural for a classical or ethnic music show.

SFX: key turning, door opening. 
Child: "Mom! Dad! I made dinner tonight!" 
Parent: "Great! I'm starved!" 
SFX: sounds of eating. 
Parent (dislikes it but trying to be nice): "This is very, um, interesting. What gives it the crunch?" 
Child: "Egg shells. I read they have lots of calcium. I made up the recipe myself." 
Parent: "I see. Jamie, do you remember that yummy lunch at the Armenian Grocery on Broad Street? Now that you're interested in cooking, maybe we should buy you one of their cookbooks." 
Narrator: "The Armenian Grocery, 1362 Broad Street, South Falls. For the finest Armenian cooking, food, and cookbooks." [~30 seconds] 

This ad is subtle, but effective. It uses gentle humor and a familiar situation (inedible food) to appeal to almost any listener--with a particular "hook" for parents.

Now, here's an example of getting too clever and less effective:


SFX: Jet landing on a runway. 
Importer: Beautiful landing. I can't wait to get through customs and bring these fresh apricots to the Armenian Grocery. 
Apricots (several voices): "Help! We've been kidnapped! We belong in Armenia." 
Importer: "Hey, apricots! I brought you to America so everyone can find you at the Armenian Grocery. They're lonely for good Armenian food! We need you!." 
Customs Inspector: "Okay, buddy, what have you got in that suitcase?" 
SFX: suitcase opening. 
Apricots (sing): "Mean Mistreater." 
Customs Inspector: "Wise guy. You're under arrest." 
SFX: handcuffs being fastened. 
Narrator: "The Armenian Grocery, 1362 Broad Street, South Falls. Food so fresh it talks back." [~30 seconds] 

It's funny, but it doesn't sell. The only product mentioned is readily available at any grocery store. The claim of freshness is a minor selling point, buried in the clever pun. There is nothing about the diversity or uniqueness of the store's product line. Make sure yours does better.

For more marketing advice see: the marketing page. 

By Shel Horowitz, marketing/frugality consultant and author of Grassroots Marketing: Getting Noticed in a Noisy World, Marketing Without Megabucks: How to Sell Anything on a Shoestring, The Penny-Pinching Hedonist: How to Live Like Royalty with a Peasant's Pocketbook, and other books. Visit Shel's 350+ page Website, http://www.frugalfun.com, for free advice and monthly tipsheets on frugal marketing and frugal fun, as well as Global Arts Review, Global Travel review, and Down to Business magazines.
http://gbn.glenbrook.k12.il.us/academics/broadcasting/Introduction%20to%20broadcasting/Radio%20Comcercial/Radio%20Commercial.htm

	Introduction to Broadcasting 

60 Second Radio Commercial Opportunity


Writing Radio and Television Commercials 
1.Determine what you would like to promote.  You only have sixty seconds to explain the product to the consumer and you must be clear on your goal.
2.Develop a list of the benefits/reasons of acquiring the product.  Determine which benefits will be most appealing to your audience. 
3.Transfer the major benefits into the visual elements that will make the benefits most memorable.  Use action verbs to create pictures in the mind of the listeners. 
4.Build a scene in your mind and then tell the story to the consumer. 
5.Read the script aloud and check for the flow of the words. Check for timing and clarity by taping your commercial and listening back to yourself. 
  Essentials of a Good Commercial 
  1.    Attention-getting and relevant opening -- The opening few seconds of a commercial either turn viewers off or invite them to listen to the rest of the commercial.  Work hard to create an opening that will capture attention and show relevance to the listener. 
2.   
Single-mindedness -- Choose a major theme or benefit and stick with it.  The viewer/listener cannot absorb more  then one major idea in 60 seconds. 
3.   
Clarity -- You should be certain to mention the product name as often as possible.  Close with a slogan that features the product. 
4.   
Continuity -- Be sure that the commercial spot flows logically from open to close. 
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HOW DO I GO ABOUT CREATING THIS EXTRA CREDIT PROJECT?
If you decide to do a radio commercial (30 or 60 second spot) you can use a free program called Audacity to record your audio material (http://audacity.sourceforge.net/). 

If you decide to create “video” which shows your ad (most likely just a PowerPoint still of it) and then provides the detailed audio explanation of how the creation of the ad was influenced by the principles of consumer behavior (5 minute limit), you can use Microsoft MovieMaker (also a free download at http://www.microsoft.com/windowsxp/downloads/updates/moviemaker2.mspx).  Or, you may have an Apple computer that will do this.

Of course, this assumes that you have access to a computer and a microphone.  

It may be just a easy to go to our Student Multimedia Center, located on the first floor of the library (open from 9am to 5pm  Monday through Friday; http://www.library.kent.edu/page/10016).   The folks there know about this project and have the hardware and the software to assist you.

If you create a radio commercial, the final output file should be in mp3 format.

If you use Movie Maker to create a video, you will need to either provide the advertisement in a picture file to load into the program OR bring a copy of your print ad to the Student Multimedia Center so that they can help you to scan it to a picture file.  The file is then loaded into Movie Maker and you create your 5 minute audio over that picture.  The output from Movie Maker is a wmv file.  The final product needs to be in .mov (Quicktime video) format.  The Student Multimedia Center can assist in that step as well, using Jodix Video MP3 Extractor,  free download program (http://www.jodix.com/video-mp3-extractor/) that can convert .wmv to mp3 for you.
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